
Competitor analyses 



Why should an organisation analyse the competitors?

• Consumers have become more informed and more savvy and now demand greater 

products and customer service from businesses.  

• To win the hearts and minds of these customers, businesses must be able to 

demonstrate they offer superior value and have what it takes to compete, to win and to 

outlast their competitors.



Types of competitors

1. direct competitors who offer similar types of products or services

2. indirect competitors that fulfil the same need

3. local competitors as opposed to foreign competitors

4. key competitors posing the greatest threat to a business’s profits (this is when a 

market becomes saturated with competitors products and substitute products and the 

business needs to assess where it can fit into the market)

5. current competitors versus future competitors (try and guard against future 

competitors with a sustainable competitive advantage)



Checklist for identification of competitors



Key Success Factor (KSF) analysis or representative weighted competitive strength assessment model

A further competitive analysis framework that can be used is that of the Key Success 
Factor (KSF) analysis (also called representative weighted competitive strength 
assessment model).  This model/analysis consists of 4 steps:

1) establish important variables that could help the business become successful in the 
industry

2) evaluate the businesses performance in line with these variables as well as the 
competitors performance

3) based on the findings, identify core competitors and assess their level of threat to the 
business

4) design counter strategies to obtain a sustainable competitive advantage
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IDENTIFYING PRIMARY ORGANISATIONAL DRIVERS

Within any organisation it should be possible to identify the driving
forces that can be regarded as the main contributors to its success, as
well as the forces responsible for the organisation’s unique culture and
identity.
Key drivers include:
1. Supplier relationships
2. Customer satisfaction
3. Training and skills development
4. Innovation and technology
5. Profitability
6. Commitment to quality
7. Sustainability
8. Sound corporate governance
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Benefits and weaknesses of using KSF model

Benefits

• The model presents a scientific 
solution to determine the strength of 
competitors in an industry

• The model is aligned with Porters 5 
forces model and they can be utilised 
together

• The model takes into account the 
fact that each variable assessed does 
not equally contribute to the success 
of the organisation thereby providing 
a more realistic picture of the 
competitive situation

Weaknesses

• The analysis should usually be 
restricted to the analysis of only a few 
variables so that it does not become 
too complex

• The model is static and provides only a 
snapshot of the industry at a given time

• The model is industry based and does 
not make provisions for businesses 
operating in more than one industry



Online competitor analysis tools

Five online tools which can be used to gain insights into competitors are:

• The search monitor

• Google trends for websites

• Google alerts

• Board tracker

• SEMRush



Benefits and weaknesses of using Online competitor analysis tools

Benefits

• They are cost effective

• They are easy to use

• The tools can monitor activities of 
competitors locally and abroad all 
within a very short time frame

Weaknesses

• The tools only monitor online activity 
therefore no offline activities of 
competitors are monitored

• They are only used for analysing 
competitor company activities and 
therefore cannot be used to assess an 
entire industry

• The tools only provide a basic insight 
into the activities of competitors



Blue Ocean Strategy Canvas

• The authors of this framework argue that businesses should not only focus on satisfying 
the needs of customers in current markets but they should also look at future possible 
markets and explore the needs in these markets in their competitive analysis.

• These authors labelled existing markets as ‘red oceans’ and future markets as ‘blue 
oceans’



Benefits and weaknesses of using Blue Ocean Strategy Canvas

Benefits

• The authors of this framework argue 
that businesses should not only focus 
on satisfying the needs of customers 
in current markets but they should 
also look at future possible markets 
and explore the needs in these 
markets in their competitive analysis.

• These authors labelled existing 
markets as ‘red oceans’ and future 
markets as ‘blue oceans’

Weaknesses

• The model is not static and takes into 
account potential future innovations of 
the business

• The model is not restricted to the 
analysis of one company or industry

• The model assists businesses in crafting 
well-informed plans for the future


